Participation Post: Marketing
1. What are situational influences, and why are they important? Thinking of one of the situational influences covered in this chapter, what is it and how has it impacted your own consumer behavior? (Chapter 13) 
[bookmark: _GoBack]To begin with, situational influences are defined as temporary conditions that take part in affecting the way buyers behave whether they buy a product, purchase extra products, or even buy nothing at all from an organization. Some examples of situational influence consist of physical, social, time factors, buyer mood, as well as the reason for the buyer’s purchase. Notably, situational influence is vital because they take part in affecting the consumers' purchasing decision. A good example of situational influence is when people buy Christmas tree during December. Precisely, this has impacted my consumer behavior because I engage in purchasing the tree because it is a festive season. 
2. Describe the use of situational influence in developing marketing strategy. (chapter 13)
It is important to comprehend that situational influence plays a critical role in helping organizations come up with an effective marketing strategy. Specifically, firms understand that selling a product is a difficult task because of increased competition in the market. Therefore, marketers determine the available factors that influence individuals to purchase a certain product and use them to develop an effective market strategy that meets clients demand. In fact, organizations consider the available situational influence factors before creating a marketing strategy.
3. Discuss limited decision-making, and extended decision-making and explain a time when you yourself have used that type of decision making in one of your purchases. (Chapter 14)
To begin with, limited decision making is defined as a consumer decision-making process that is utilized when clients are buying goods that they are familiar with. However, they still require to collect enough information concerning the brand or model that best fits their requirements. In this case, more thought goes into purchase decision as compared to the routine decision-making and less than what is experienced in extensive decision making. On the other hand, extended decision making is recognized as the response to a high degree of purchase involvement, which follows an extensive external as well as internal information search that is followed by a sophisticated evaluation of multiple alternatives. I have used limited decision making when I was buying a Samsung mobile phone. On the other hand, I used extended decision making when was I buying a car.  
4. Discuss nominal decision-making: and explain a time when you yourself have used that type of decision making in one of your purchases. (Chapter 14)
Nominal decisions are made about low-cost products. Some of these decisions consist of frequent purchases, purchases from a familiar brand, purchasing that needs low involvement or even small search efforts. It is important to note that too much marketing effort in this decision-making type can have a negative effect on clients. In this case, marketers need to ensure the products are prevalent where clients are shopping. For example, I have using the same laundry detergent for many years and it is difficult for me to change unless I notice a problem with the current product. 
5. Discuss limited decision-making and explain a time when you yourself have used that type of decision making in one of your purchases. (Chapter 14)
It is worth noting that limited decision making is consumer decision-making that is utilized when clients are buying goods that they are familiar with; however, they still require to collect enough information concerning the brand or model that best fits them or their needs. Notably, this time of decision-making involves mid-cost products, semi-frequent purchases, or even purchases from a somewhat familiar brand. When clients make limited decisions, they need a little involvement as well as some searching. For example, I went to a supermarket to buy a particular brand of juice but I found another juice brand is on offer, I decided to make a change for the limited time. 
6. Summarize the types of information consumers search for. (Chapter 15) Here is some information from the chapter: A consumer decision requires information on the following:
a. The appropriate evaluative criteria for the solution of a problem
b. The existence of various alternative solutions
c. The performance level or characteristic of each alternative solution on each evaluative criterion
Consumers search for various types of information to enable them to make effective decisions concerning their consumer behavior. To begin with, consumers search for problem recognition. Where the consumer sees whether the product to be purchased actually solves the need he or she has. Secondly, existing alternatives is another thing that consumers search for. The existence of alternatives helps consumers to choose better options and also affordable options. Third, consumers also look for performance levels of each of the available alternatives and this helps them to decide the suitable alternative in the market. Consumers also look at evaluation of products from people who have already used them and what they have to say about the particular products. On the same note, consumers engage in both external as well as internal information search. In particular, internal search involves the consumer identifying options from their memory. Similarly, external search involves store visits, word of mouth, trial, as well as media. 
7. Describe a purchase decision for which you used affective choice, one for which you used attitude-based choice, and one for which you used attribute-based choice. Why did the type of decision process you used vary? (Chapter 16)
To begin with, attitude-based choice involves the utilization of general attitudes, intuitions, heuristics, summary impressions and no attribute-by-attribute comparisons are made at the time of choice. Attribute-based choices involves satisfaction with choices as well as the perceived monetary value of chosen options. In selecting my body lotion, I used attitude-based choice where my intuitions, summary of impressions, and attitudes guided my purchase decision. On the other hand, I used the attribute-based choice to purchase my dispenser. I compared the price tag as well as my satisfaction before deciding to buy a dispenser from Samsung. 
8. Discuss the impact of advertising on the consumer decision-making process (Ch. err)
It is important to note that various organizations utilize advertisements to inform, persuade, or even remind clients about the products offered by them. Therefore, advertising has a substantial influence on consumer behavior not forgetting their purchase decision process. In this case, clients make purchase decisions based on the quality of advertisements offered by a firm. In simple terms, advertisements have a considerable influence on what a client purchase. In fact, advertisements dictate what consumers purchase in the market. Advertisements help to persuade consumers to adopt new products and they also influence people to try products offered by an organization.
